Understanding differences among consumers across varying cultures is of great importance to the success of international retailers. Ignoring the influence of culture and centralized marketing has led to a decline in profits for some international companies. Studying the culture of Middle East countries, particularly the Gulf Cooperation Council Countries (GCCC), Saudi Arabia, United Arab Emirates, Kuwait, Bahrain, Qatar, and Oman, is essential before marketing in these countries. Additionally, the GCCC is one of the top 10 luxury markets in the world. Hofstede model of national culture is crucial for GCCC due to the fact culture norms regarding dress and appearance are nationally adopted. A sample of 170 participants from the GCCC was collected using an online questionnaire of 45 items measuring national culture dimensions and need for uniqueness when shopping for luxury goods. It was found that power distance in all GCCC countries was a significant predictor of having a need for uniqueness, as well as indulgence. Power distance had a positive relationship with the need for uniqueness while indulgence had a negative relationship with the need for uniqueness. For other dimensions, findings indicated that long term vs short term orientation, masculinity, uncertainty avoidance, and individualism were not significant predictors leading to uniqueness. Additionally, the important construct for uniqueness among GCCC consumers is unpopular choice followed by avoiding similarity. Creative choice is less important among the three constructs of uniqueness for GCCC participants.
Introduction
Understanding differences among consumers across varying cultures is important for the success of international retailers. Ignoring the impact of culture and centralized marketing has led to a decline in profits for some international companies. Studying the culture of the Middle East countries, particularly the Gulf Cooperation Council Countries (GCCC), Saudi Arabia, United Arab Emirates, Kuwait, Bahrain, Qatar, and Oman, is essential before marketing in these countries. The GCCC is one of the top 10 luxury markets in the world (Consultancy.uk, 2014) . United Arab Emirates alone increased from 12th, in 2003, to 8th, in 2008, among top global apparel importers (Kunz & Garner, 2011) . According to Euromonitor (2017) the best performing luxury products in the country encompass several apparel categories including luxury leather goods, jewelry and timepieces, super premium beauty and personal care, designer apparel and footwear (ready-to-wear) and luxury accessories. This is driven by the consumer demand in the region of high quality and brand names goods (Euromonitor, 2017) .
Retailers target these six countries of GCCC more than others in the same region as a consequence of the fast growing economy striving quickly towards high levels of wealth and modern life after discovering oil. These six countries with an average per capita GDP of more than $70 thousand are an attractive market to apparel retailers (Amadeo, 2016) . According the UAE ministry of the economy the country's GDP has doubled in ten years from 1999-2009 with luxury being a main focal point to average consumer in the region (IMF, 2009 ). To ensure the success of retailing in these countries, retailers and marketers need to examine how consumers in these countries respond to new products and how culture impacts consumers' purchase intentions and behaviors. Takada & Jain (1991) report that cultural differences of consumers do affect their purchase decisions. In addition, individual need for uniqueness motivates consumers to go as far as to change their outward appearance. Vel, Captain, Al-Abbas, & Al Hashemi (2011) also note that family members and peers are the main contributors to a member of this regions willingness to purchase luxury products. The high need for uniqueness motivates people to adapt new styles in order to differentiate themselves from others (Workman & Kidd, 2000) . Additionally Asshidin, Abidin, & Borhan, (2016) conducted research to better understand consumer attitude and uniqueness toward international products and found that high quality is of great importance and uniqueness positively influences attitudes among consumers. In Japan Knight & Kim (2007) found that creative choice was positively related to emotional value of product. Additionally need for uniqueness was considered imperative moving forward in future studies regarding better understanding of how to market to generation Y.
Therefore, the present study aims to understand how consumers within the GCCC are different in their need for uniqueness by applying Hofstede & Hofsted's (2001) model of national culture (Hofstede MNC). Vel et al. (2011) call for more research regarding the better understanding of the luxury market in this area and state that "Owning luxury products reflected one's personality, social image, and their position in this society" (p. 1). Currently, limited apparel consumer behaviour studies have focused on uniqueness theory in relation to the consumers of the GCCC.
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Uniqueness Theory
According to uniqueness theory (Workman & Kidd, 2000) , people have a moderate level of similarity relative to others. A moderate level of similarity causes positive emotional reactions among people, which then causes a constant in behavior without any change. Any increase or decrease relative to the moderate level of similarity motivates a person to have a negative emotional reaction; as a result, a change in behavior occurs. For instance, when the degree of similarity exceeds the moderate range, a person feels a very high degree of similarity relative to others. In the case of a high need for uniqueness, a person would have a negative emotional reaction, leading him to change his behavior toward dissimilarity. The negative emotional reaction might occur as well because the degree of similarity falls below the moderate range. A person with low need for uniqueness would feel a very slight degree of similarity and change his behavior toward similarity (Snyder & Fromkin, 1980; Workman & Kidd, 2000) .
Hofstede and Hofstede's Dimension of National Culture
Hofstede & Hofstede's (2001) study of national culture differences is based on data collected in 71 countries by the International Business Machines (IBM) Corporation. IBM had subsidiaries in all countries around the world. It manufactured and sold high-technology products such as computers. IBM employed almost exclusively nationals of the countries studied (Hofstede & Hofstede, 2001) . IBM was an organization with a unified group of products and employments; that lead to having comparable samples of employees who only were different in nationality (Hofstede & Hofstede, 2001 ). The employees responded to surveys held between 1967 and 1973 in 20 languages. Four dimensions of "national culture, power distance, masculinity, individualism, and uncertainty avoidance" were found through an eclectic analysis of data (Hofstede, Hofstede, & Minkov, 2013, p. 31) . Later, in the 1980s, Bond and Hofstede found "long-term versus short term" dimension (Hofstede & Hofstede, 2001 ). More recently, "indulgence versus restraint" was added (Hofstede et al., 2013, p. 29) . Hofstede & Hofstede's (2001) MNC has been criticized for assuming that nations embrace one culture. However, for GCCC, Hofstede and Hofstede's MNC is crucial due to the fact culture norms around dress and appearance are nationally adopted (Tawfiq & Ogle, 2013) .
Relationship between National Culture and the Need for Uniqueness
Uniqueness as a human characteristic differs among societies and individuals. Physically, each individual has a particular genetic pool moulding the origin of his/her uniqueness. Socially, good or bad norms are general standards that have formalized within a society. People are rewarded for compliance to norms and punished for deviations from norms (Snyder & Fromkin, 1980) . Conformity to a group in order to get social approval or avoid disapproval costs people their individuality. When people deny one activity to engage in another activity to fit within a group, they oftentimes feel a high degree of similarity that threatens their uniqueness (Snyder & Fromkin, 1980) . People need to conform and fit, as well as to be different and unique among one another (Lynn & Harris, 1997) . To have a balance between the need for uniqueness and the need for conformity, people tend to show their uniqueness within an acceptable level of deviation from norms found in their society (Snyder & Fromkin, 1980) . People may manifest their differences through uniqueness attributes, including possessing commodities. According to commodity theory (Marx, 1867) , when a commodity is unavailable for the public, people with high need for uniqueness seek to possess these commodities. Imhoff & Erb (2009) empirically found that having choices and alternatives fulfil people need for uniqueness and eliminate its effect on the majority of people. People tend to find a position supported by the majority unattractive and then refuse its influence. Therefore, the need for uniqueness is a result of refusing an unattractive position of majority and not a result of rejecting the majority influence itself. According to Simonson & Nowlis (2000) , consumer's purchase decisions can be significantly affected by the need for uniqueness. In addition, Imhoff & Erb (2009) concluded that the need for uniqueness may collide with other concerns such as intercultural differences. Imhoff & Erb (2009) recommended studying cultures to better understand how individuals distinguish themselves within their societies and to better predict differences in people's behaviors.
Power Distance
Hofstede explain power distance to be "a measure of interpersonal power or influence between boss and subordinate as perceived by the less powerful of the two, subordinate" (Hofstede & Hofstede, 2001, p. 83 ). In societies with high power distance, individuals are agreeable with the hierarchy of power and do not want to resist. According to Hofstede et al. (2013) , people in large power distance societies, are obedient towards authority and willing to follow the rules. They have low level of acceptance toward innovativeness and no interest in solving their problems through innovation. The reason behind this is possibly the lack of opportunities to make decisions or stability found in the moderate level of similarity relative to other people (Hsu, Hsu, & Yeh, 2010) . As a result, we propose that: H1: The larger the power distance of a national culture is, the lower need for uniqueness will be among GCCC consumers.
Individualism
Individualism refers to people's desire to be individuals rather than part of a group. In collectivist societies, people live with extended families and harbour a strong loyalty for their close knit group, not toward politics. People in collectivist societies are more likely to follow norms (Hofstede et al., 2013) . Conversely, people in individualistic societies are independent, rely on themselves, and their relationships with others are loose. Thus, they are more likely to adopt new products. People in collectivist societies are more likely to wait, for example in terms of adapting new items, until these new phenomena become popular among larger groups of people. This unhurried mentality in adapting new items might also refer to the stability of the moderate level of similarity relative to others. Previous studies show a strong relationship between acceptance toward innovativeness and individualism (Hsu et al., 2010) . Thus, the second hypothesis is hereby ascertained: H2: The large individualism of a national culture is, the larger need for uniqueness will be among GCCC consumers.
Masculinity
People in masculine societies are independent and characterized to ignore other people's responses. As a result, people in masculine societies are expected to take the risk of trying innovativeness and to violate norms. Thus, consumers in masculine societies are more likely to adapt new styles in order to be different (Hofstede et al., 2013) . Conversely, people in feminine societies are expected to follow norms in order to look like and be identified with others. This concept reflects a stable level of similarity upon individuals relative to others. In the current study, applying Hofstede & Hofstede's (2001) culture dimensions leads to the statement that members of a masculine society have unstable levels of similarity relative to others which motivates them to change their appearance in order to look different. As a result, the third hypothesis of this study is: H3: The large masculinity of a national culture is, the larger need for uniqueness will be among GCCC consumers.
Uncertainty Avoidance
People in an uncertainty avoidance society look for structure in their life to make events more predictable. They avoid unstructured, unknown, and unusual situations and view new things as precarious. As a result, people in high uncertainty avoidance society are more likely to avoid new things or be late to adapt new items. This willingness to avoid adapting new things might be a result of having a moderate/low level of similarity to other people (Hofstede et al., 2013) . Thus, the forth hypothesis is proposed: H4: The large uncertainty avoidance of a national culture is, the lower need for uniqueness will be among GCCC consumers.
2.3.6 "Long-Term Orientation versus Short-Term Orientation"
Members of a long-term orientation society are more likely to adopt a future-oriented thinking and attitude. In contrast, short-term orientation societies respect the concept of tradition highly and thus reject any change regarding their appearance (Hofstede et al., 2013, p. 239) , As a result, the fifth hypothesis is: H5: The large long-term orientation of a national culture is, the larger need for uniqueness will be among GCCC consumers. Indulgence stands for a tendency to allow gratification of basic activities related to having fun and enjoyable life. According to Hofstede, Hofstede, & Minkov (2013) , a more indulgent society will be more inclined toward unrestrained consumption. They tend to consume more items than others in a restrained society. The reason behind this could be the instability of the moderate level of similarity relative to other people which motivates them to adopt different styles. Therefore, the sixth hypothesis was constructed: H6: The larger the indulgence of a national culture is, the larger need for uniqueness will be among GCCC consumers.
People's Need for Uniqueness
According to Tian, Bearden, & Hunter (2001) , the need for uniqueness is explained in the following behavioural dimensions; "creative choice counter-conformity, unpopular choice counter-conformity, and avoidance of similarity" (p. 52). Creative choice counter-conformity refers to people's desire to purchase products that differentiate them from others but that products still considered good choices by others. Consumers with this attitude are able to solve consumption problems by thinking outside of the box. This ability is impacted by several factors including level of education, personality, age, and life experiences. Thus, the seventh hypothesis of the study is: H7: Creative choice counter-conformity is significantly different among GCCC consumers.
Second, unpopular choice counter-conformity indicates people's desire to establish their difference from other by selecting products that challenge society norms. Consumers within this dimension are subjects of society disapproval and criticism. People tendency to make purchase decisions that others might criticize shows apathy about criticism. This attitude could be affected by factors such as age, gender, economic status which led to the eighth hypothesis of this study: H8: Unpopular choice counter-conformity is significantly different among GCCC consumers.
Finally, avoidance of similarity refers to the situation when consumers challenge norms to be different from others by avoiding common and undistinguished items. To be distinguished from others, consumers may create a style by combining apparel in unusual ways, purchase antique items, or shop in discontinued stores (Tian et al., 2001) . The ability of avoidance of similarity could be affected by several factors including economic status or the availability of opportunities to make decisions. Thus, the ninth hypothesis of this study was proposed: H9: Avoidance of similarity is significantly different among GCCC consumers.
Methodology
A sample from all GCCC countries was collected using an online anonymous questionnaire given to respondents through Qualtrics. The questionnaire was designed to test the national culture dimensions and the need for uniqueness. To measure national culture dimensions, Values Survey Module (VSM 2013) by Hofstede, Hofstede, Minkov & Vinken (2013) was utilized. The survey included 30 items to compare culturally influenced values of respondents. The survey allowed scores to be computed on six dimensions of national culture, four questions for each dimension with a five point Likert scale (1 = most important, 5 = very important). The other six questions asked for demographic information. In addition, to measure the need for uniqueness among the participants, a scale developed by Miremadi, Fotoohi, Sadeh, Tabrizi, and Javidigholipourmashhad (2011) was adapted. The scales included 15 items to measure the constructs of the need for uniqueness; "creative choice counter-conformity, unpopular choice counter-conformity, and avoidance of similarity" (Tian, Bearden, & Hunter, 2001 , p. 52). The measures for creative choice included items such as "self-customization of product or brand" and "individuality expression by the product or brand." Unpopular choice was measured by items such as "dress differently" and "breaking customs and rules" while the measures for avoidance of similarity included items for instance "disliking customarily purchased products or brands" and "devaluation of products or brands that are regularly purchased by everyone." Each construct was measured by five questions each on a seven point Likert scale (1 = strongly disagree, 7 = strongly agree).
Multiple linear regressions (hypotheses 1-6) see figure 1 and one way ANOVA's (hypotheses 7-9) see figure 2, were conducted to understand the relationships between the GCCC individual countries and their needs based on Hofstede & Hofstede's (2001) theory. SPSS version 22.0 was utilized and reliability was measured.
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Finding
A total of (n=103 Vol. 9, No. 4; 2017 remaining participants were either unidentified or were considered unskilled with general skills that they had been trained regarding (n= 62). Of the respondents in this study 37 participants chose to be unidentified in their demographic responses. However, the researchers deemed their answers regarding the items measuring the purpose of the study to be valid and useful for certain hypotheses posed. The majority of respondents in this study are from Saudi Arabia (n=66) followed by Oman (n=23), Qatar (n=14), Bahrain (n=13), United Arab Emirates (n=10), Kuwait (n=5). See table 1 for a demographic break down of participants. Due to the fact that there were a limited number of items in the scale and that it was found difficult to the collect a homogenous sample between countries, Cronbach's alpha was found to be low for the cultural dimensions. Reliability of power distance was .51, individualism was .51, masculinity was .56, uncertainty Avoidance was .50, indulgence was .58, and long term orientation was .62. Further data with the scales and GCCC needs to be investigated to better understand the reliability of these measures. Reliability of "creative choice, unpopular choice, and avoidance similarity" based on Cronbach's alpha were high, .90, .95, and .96 respectively.
Linear regressions were conducted to determine hypotheses one through six. It was found that power distance in all GCCC was a significant predictor of having a need for uniqueness as well as indulgence (R 2 = .29). According ijms.ccsenet.org Vol. 9, No. 4; 2017 to the results of this study, the power distance had positive relationship with the need for uniqueness while indulgence had a negative relationship with the need for uniqueness. For other dimensions, the findings indicated that "individualism, masculinity, uncertainty avoidance, and long term vs short term orientation" were not significant predictors leading to uniqueness. Therefore hypotheses 1 through 6 were not accepted. The findings of this studies contrast with Hsu et al. (2010) study that indicates a negative relationship between power distance and avoidance of uncertainty with the level of acceptance toward innovativeness. Hsu et al. (2010) study also reports a positive relationship of other dimensions, individualism, masculinity, and long term vs short term orientation with the level of acceptance toward innovations and the need to be different. See Table 2 for a breakdown of findings. Hypotheses 7, 8, and 9 were conducted using one way ANOVA to determine the difference between GCCC nationality and type of uniqueness including "creative choice, unpopular choice, and avoidance similarity". There was a significant difference between groups regarding all three analyses conducted (p< .000) leading to the last three hypotheses of the study to be accepted. To understand the meaning of uniqueness of the participants in the GCCC, the mean scores of the three uniqueness constructs are compared. The means for unpopular choice for SA, Oman, UAE, Kuwait, Bahrain, and Qatar are 22.89, 23.42, 21.58, 25.20, 22.62, and 21.39 respectively. Avoiding similarity means are 16.18, 17.67, 15.40, 18.24, 18.86, and 13.19 while the means for creative choice are 14.2, 15.03, 11.80, 17.40, 17.47, and 11.49 for GCCC in the same countries order above. This order shows that participants in this study express their uniqueness in similar way with different weight for each construct. According to the findings of the current study, unpopular choice is the important construct for uniqueness among GCCC consumers, followed by avoiding similarity. Creative choice is less important among the three constructs of uniqueness for GCCC participants. Miremadi et al. (2011) study reports different order in the important of each contrast. This early study reveals that the important constructs for uniqueness among Iranian participants are creative choice, similarity avoidance, and unpopular choice respectively. See Table 3 for a breakdown of findings of this study. 
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Conclusion/ Discussion
This study was designed to understand how consumers within the GCCC are different in their need for uniqueness. Applying Hofstede & Hofstede's (2001) model of national culture to GCCC citizens indicated that power distance correlates positively with the need for uniqueness while indulgence correlates negatively with the need for uniqueness. As previous studies have indicated a negative strong relationship between power distance dimension and the need for uniqueness among other countries, this study confirmed a strong positive relationship between the power distance and the need for uniqueness in GCCC. When enterprises, retailer and/or marketers choose to expand their business interest to the GCCC, business owners may achieve greater profits by marketing through informal marketing channels such as celebrity and words-of-mouth rather than traditional ways used in other countries. On the other hand, this study indicated the strong negative relationship with the indulgence. This means consumers in the GCCC with less time and chance for fun and an enjoyable life, consume more new products. The reason for that may be that shopping is the way that people of the GCCC tend to have fun, nothing else. For businesses, reaching the consumers of the GCCC regarding shopping strategies, added time and patience with product sales may help reach higher profits. Additionally, strong considerations regarding visual merchandising aspects would help the consumer get more in touch with the products and experience them more fully before making a purchase.
Implications
This study also confirms the impact of culture on the need for uniqueness of the people of the GCCC. When GCCC consumers feel more pressure from authorities and experience less fun activities, they tend to shop and buy more commodities in order to distinguish themselves. How do they express themselves through shopping exactly? This study reports that the GCCC consumers tend to express their need for uniqueness through adapting to unpopular product choices which differ from the majority rather than buying products that are considered uncreative. They also tend to avoid buying products that are similar to the items of the majority. Providing uniqueness of product to the countries would benefit marketers and retailers in this area.
For retailers, fad or unique items may be accepted in the GCCC, new items will be accepted on a short timeline as well compared to other countries. However, the life cycle of the product may be short. The people of the GCCC are not interested in expressing themselves through thinking outside of the box, for example buying second hands items, or redesigning their old items. Thus, business owners in these countries should provide the market with new items frequently to attract GCCC consumers. In addition, it is crucial for retailers and business owners to adopt renewed and interesting visual merchandising strategies to attract GCCC consumers during their leisure time spent a majority of the time shopping.
Limitations
Due to the fact that the sample population in this study is majority women the results could be skewed. The lacking numbers regarding other countries outside of Saudi Arabia could also be of concern. The researchers call for future research to be more demographically synthesized but believe the topic and findings are of importance for such a new and critical rea of focus. Findings of this study provide insights regarding the GCCC region. Retailers and brands should take note of this research and be sensitive to the influence of the power distance and the indulgence aspects of cultural of this wealthy region. Future research should investigate the impact of the consumption pattern of the people of the GCCC and its impact on the environment. The well-being of next generations of the GCCC is threatened as people tend to consume more new products and ignore the recycling activities of the old products.
